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CHAPTER I 
INTRODUCTION 
The stock market is as much a part of America 
1 
as the hot dog or baseball. At the present time approx-
imately 17 million people have shown their confidence in 
America by investing in its corporations.l 
It is by ngoing publicn--selling shares of owner-
ship to large numbers of people--that corporations are 
able to obtain the funds which enable them to grow. 
Through brokerage houses these shares are sold to the 
public. 
The brokerage house provides information which aids 
John Q. Public in deciding to sell General Motors and 
b~y Westinghouse. And when his newly-acquired shares in 
Westinghouse increase in value, Mr. Public congratulates 
himself on his wise decision. 
But when Westinghouse goes down and the General 
Motors of which he has disposed goes up, Mr. Public 
ahastizes his broker for the "foolish" guidance which 
he provided. 
Thus, the brokerage house has a key role in Am-
erica's investing habits. 
!According to the 1962 study which the Brookings In-
stitute made for the New York Stock Exchange. 
_,·.cc-,;;;=.===~T.J '"'o-"';=~;'=''C-~C"C:- -.--,-- "- .. '"" -" 
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It would seem that any institution of such import-
ance would have been a leader in public relations. But 
this is not the case! In many respects, the brokerage 
house is still in the dark ages public relations-wise. 
Staid and conservative by tradition, the brokerage 
house has been quite reluctant to adopt the "flamboyancy" 
which it associates with public relations. 
"Public relations techniques which may be 10-years-
old would in most cases be revolutionary to the brokerage 
house," confided one broker. 
It is readily apparent that public relations could 
bring much goodwill to the brokerage house, not to mention 
the feeling of greater accomplishment and greater prof-
its. 
This investigation attempts to indicate what is 
presently happening in brokerage house public relations 
and what could happen. 
The number of shareholders in the United States 
has increased rapidly in the past decade. According to 
a survey made by the Brookings Institution in 1952 there 
were 6,490,000 individual shareholders. 2 According to 
recent news releases, this figure has now passed 17 
million. 
Lewis H. Kimmel, Share Ownership in the United States 
(Washington, D. C.: The Brookings Institution~ 1952), 
p. 89. 
·! 
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The brokerage house public relations practitioner 
is faced time and time again with the dual problem of keep-
ing the present investors in the market and at the same 
time bringing in some of the millions of other potential 
investors who are not now investing. 
In a study made by the New York Stock Exchange in 
1955 it was recognized that there were certain things 
which must be done to draw more investors into the market. 
The Exchange recognized the need for helping to educate 
the public on the meaning of common stock ownership. 
The NYSE study declared that the public lacks sufficient 
information about the following: 
(1) many of the advantages of common stock in-
vestment 
( 2) who are the members and member firms of the 
New York Stock Exchange 
(3) where they are located 
(4) how reasonable the commission rates are 
(5) how little money is needed to open an account3 
To the public relations practitioner working for a 
brokerage house falls the task of applying public relat-
ions principles in an effort to stimulate trading among 
the present investors and to initiate the non-investor. 
3The Public Speaks to the Exchange Community, (Highlights 
of three consumer surveys conducted for the New York 
Stock Exchange), February, 1955., p. 22. 
0 ' 
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Industry, as well as the stock brokerage house, has 
a stake in drawing forth investor dollars. The purpose 
of industry's public relations program in this respect 
is, according to Harold M. Garley, to achieve and main-
tain a fair evaluation of the company's securities in the 
marketplace; to provide well-priced share money; to 
meet competition in the nationwide financial community; 
and to prevent misunderstandings and maintain the loyalty 
of both shareowners and financial opionion leaders.4 
4Harold M. Garley, "Financial Public Relations," Public 
Relations Journal, 13(April, 1957), P• 3. 
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CHAPTER II 
STUDY PROCEDURE 
5 
This is a pilot study. As,such, the purpose was 
not to gather statistics, but non-statistical information. 
I was not interested in how many investors did a cer-
tain thing, but whv those investors did a certain thing. 
Statistical information was not pertinent here and was 
not what I was seeking. 
Thus, my sample was 20 investors. I was looking for 
ideas and not numbers. There has been little done in 
this field and a pilot study was in order. In my sample 
of 20 I tried to balance the representation as best I 
could. 
All of the persons interviewed were investors. 
This was ascertained at the time of the interview. The 
interviews were conducted in person, in private and were 
for the most part unstructured. There were some structur-
ed questions, but most of the interview was unstructured. 
I believe that it might be more accurate to call these 
interviews unstructured than to call them depth inter-
views. The interviews were rather lengthy, but did not 
concern themselves with all of the psychological probing 
which is so characteristic of the depth interview.5 
f"' 5see A.ppendix A for a sample of the questionnaire which 
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The interview was involved with three special 
areas through which the public relations man might reach 
the investor: (1) the brokerage house; {2) the broker; 
and (3) the brokerage house literature. 
Furthermore, the brokerage house literature was 
investigated by this researcher aside from that in-
vestigation through the interview. 
The interview list was c~piled with the aid of 
a reputable source in the investment field. The source 
i wishes to remain anonymous. ~he l-ist was compiled 
wh.en people .in the Greater aoston area answered an ad-
! 
i vertisement offering investment advice. It is true 
that this do,es not constitute the to~al population 
i of-investors in the Greater Boston area. But I could ! 
,, 
' l 
i 
! 
,; 
'I 
i 
find no·other way to draw a sample. The brokerage houses 
refused to divulge apy names, citing the New York Stock 
Exchange ruling which prohibits this. Thus, this was 
the only wa~ of,obtaining.a sample. 
An attempt was made to obtain a representative 
cross-sampling of investors. To this extent we relied 
on the figures which were given in the Brooking Institute 
study.6 
~immel, pp. 89-108. 
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The chart which follows shows the distribution of 
inve'&tors according to ages. The percentage which each 
group makes of the total population of investors is 
listed in the left row. The number of persons who I 
interviewed from each category is listed in the right 
row. 
2.1% under 21 {1) 
6.0% 21-29 {1) 
18.2% 30-39 {4) 
19.9% 40-49 (4} 
27.4% 50-59 (5) 
26.4% 60 & over ( 5) 
:i There are approximately the same number of 
i 
:1 shareholders according to sex, so we obtained an ;1 
:.; 
H equal number of male and female interviews. As can be 
i 
i seen by the above chart, more than half of all investors 
'i I are over 50. This, in part, reflects the fact that fewer 
,,_ ·~- -=1----
1 
·l 
i 
! 
persons have the funds to invest when they are younger. 
However, it has been a few years since a nationwide sur-
vey was made and there is a likelihood that as the num-
ber of ~hareholders has increased the number in the low-
er age brackets has increased proportionately. People 
are now making better salaries in starting positions 
and many new investors tried to crowd into the bull mar-
'I 
;j 
,-~~ ,"!:!--
The following chart shows the distribution of 
shareholders according to occupation:7 % of actual number ~ 
Occupation total shareowners shareowners 
Housewives (unemployed) 32.8 
Managers and department heads 9.6 
Clerical 9.1 
Retired 8.6 
Skilled workers and foremen 6.3 
Professional (services) 5.7 
Farmers 4.9 
Professional (technical} 4.6 
Administrative executives 4.6 
Wholesale & retail owners & mgr.3.7 
Salesmen 3.1 
Others 6.8 
2,130,000 
620,000 
590,000 
560,000 
410,000 
370,000 
320,000 
300,000 
300,000 
250,000 
200,000 
The Brookings Institute study showed that one-half 
of all investors have invested in a single issue. Anoth-
er 25 per cent have two or three issues. Only 1/12 of 
all investors have 10 or more issues in their portfolios. 
Most stockholders buy for long-term gain and sell on 
their own initiative and only under dire necessity. 
They are willing to switch on the advice of their broker-
age house or banking connections. 
The problems of the public relations man are 
further compounded by the fact that two-thirds of all 
shareholders have owned their shares for six years or 
longer. This would leave a small proportion of all in-
vestors to account for the bulk of the day-to-day trading. 
7Kimmel, p. 98 & Herman s. Hettinger, Financia Public 
Relations for the Business Corporation New York: Harper, 
1954) P• 19. 
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CHAPTER III 
THE BROKERAGE HOUSE 
The chances are that once an investor finds a 
brokerage house which provides satisfaction he will 
stay with that brokerage house. This is not to say 
that a person will not leave a house which gives him 
9 
a hard time of it. But the important thing from the 
standpoint of the brokerage house is the loyalty on the 
part of satisfied customers. As a matter of fact, 
it goes a bit beyond loyalty. For it seems that in-
vestors are slow to give up their old ways. Conse-
quently, the brokerage house which is willing to work 
!I toward satisfying its customers has a very good chance 
.I 
'i 
:j 
'I 
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'I 
:I 
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'I 
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·I 
of holding onto them. 
Most investors seem to deal with just one house. 
In this case they were asked why they continued to do 
so, rather than dealing with a nU@ber of houses. The 
most significant response seemed to point toward sat-
isfaction. As one investor said, "They have never given 
me cause to want to go elsewhere." 
Another factor which cropped up frequently was 
the fact that the investors were getting good advice 
from the house with which they were dealing. Here is 
another problem. No matter how competent the staff of 
~ any brokerage house,) they are going to be wrong once in 
, , ... _------.:::;:~~-. . 
Public relations-wise, there is not a great deal 
which can be done in this instance. It may only be 
expected that if a brokerage house's advice causes 
10 
an investor to come out on the short end too often that 
he will be going elsewhere. 
Another class of investors are those who do very, 
very infrequent trading. In this case there is little 
likelihood that they will change brokerage houses. 
Their contact with the brokerage house and the broker 
is extremely limited. Into this class seemed to fall 
a very large proportion of the 32 per cent of shareholders 
who the Brookings Institution report in 1952 told us 
were unemployed housewives. 8 Actually, many of these 
women are elderly widows. Their holdings were inherit-
ed and they are held for their yield. In this case 
the account gets very little action and it would be 
rare for them to change brokerage houses. As one woman 
in this category said, "I wouldn't buy anything now and 
I have no dealings with the brokerage house." 
Quite often such accounts are not even handled direct-
ly by the shareholder. They may fall into the hands of 
a relative who takes care of the infrequent transactions 
while the actual shareholder knows very little about what 
is happening other than the fact that she is receiving 
her dividends regularly. 
i 
I 
.I 
llL 
Closely related to this question was the question of 
what the investors liked most about their brokerage houses. 
The responses were quite varied. This reflected the fact 
that different investors are looking for and expect diff-
erent things of a brokerage house. 
Some people find their satisfaction in the literature 
which the brokerage house makes available to them. The 
fact that they receive literature or are taken and retained 
on a mailing list makes them happy. 
Promptness and efficiency are considered quite im-
portant by a good many investors. This important idea is 
also important to the public relations man. The public 
relations man is concerned with images. Evidently it would 
be quite advantageous to project an image of promptness and 
efficiency. Investors say that they are pleased by quick 
transactions. This theme is echoed and re-echoed: "I like 
the prompt and accurate transactions which my brokerage 
house is able to provide. 
Another investor said that she was impressed by the 
fact that her brokerage house acted quickly and it did not 
keep her waiting unnecessarily. 
Courtesy is another of those qualities bordering on 
the intangible which investors name among the good qualities 
of their brokerage houses. Courtesy is even more appreciated 
by those who have had unfortunate experiences with houses 
I 
I 
' 
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It would seem that most houses would be well aware 
of the value of courtesy since service is one of the few 
things which they can provide their customers. 
How may a brokerage house be courteous? Some of 
the ways are so simple that they are often overlooked. 
It is usually a very cold and impersonal atmosphere 
which greets the investor or potential investor who walks 
in off the street. Quite often there is no one to greet 
people and they are left to shift for themselves when 
they come in off the street. 
What about the telephone? For most investors this 
~ is the extent of their contact with the brokerage house. 
A friendly reception should be in order over the phone. 
And certainly it is important that investors not have 
to wait too long to make their contact. This means 
enough outside lines so that calls will come through 
rapidly. Of course, there is the broker himself. He 
is under continuous pressure and it is not always easy 
for him to keep his composure. It is extremely import-
ant for the broker to be as courteous as possible. He 
should not give the customer the impression that he is 
being rushed through on a production line basis. 
_______ ,. --·--~­
. ., ~--··. 
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It is sometimes difficult to separate comments about the 
brokerage house from those about the broker himself. For in-
stance, one customer said, "I like the brokerage house be-
cause it gives me a well-balanced portfolio." In reality, 
it is the broker who does this with the help of the research 
department, of course. 
, In a way then, this could be attributed to the brokerage 
! 
house. Consequently this theme readily lends itself to an ad-
1 vertising campaign--the fact that the particular brokerage 
house strives to help its customers compile well-balanced 
portfolios, if that is the aim of the customer. 
Two more of the intangible-type qualities crop up from 
time to time--dependability and honesty. These two qualities 
were mentioned by numerous investors. MOst of them who did 
go on to define the terms did so in different ways. The 
brokerage house public relations man must be conerned with in-
tegrating dependability and honesty into the image which he is 
trying to project of the brokerage house. 
Qualities such as dependability and honesty are more 
or less co~aon to all financial institutions. In this re-
spect, the brokerage house public relations practitioner 
acts in a manner very similar to his fellow financial in-
. stitution public relations men. This is to indicate that 
there are a number of practices which all practitioners share 
when they are working for financial institutions. 
' ",o"o";;c:;,~,''"""''-··,+"""=·~"'·'·-; 
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Sincerity is another important quality. This is closely 
related to the investor's desire that he not be "pressured." 
,, Whether it be called "pressuring" or "touting" as one woman 
" !I called it, it amounts to the brokerage house trying to push the 
'! 
ilinvestor into trading so that the only one who stands to gain 
i 
:1 anything is the brokerage house. Investors appreciate sin-
:: cerity and it means a great deal to them. After all, it is 
i 
!their personal savings with which they are dealing and they 
I 
ldon't wish to trust anything so important as that to someone 
·; 
lwho is disreputable. 
q 
i 
'I 
Investors want a company which has a knowledge of the 
'I :;market. This is vital in many instances when the investor 
" ' ~ q 
:, dees not have a very thorough knowledge of investing and 
.i 
:I must depend almost exclusively upon the judgment of the broker-
"i 
i !age house and the broker. As one woman said, "I went to them 
11 as a child and trusted them as a parent." In this particular 
j ~ 
I i!case she went on to voice her dissatisfaction since the par-
' 
., 
iiticular brokerage house took advantage of her ignorance of 
~ ! 
' lithe market to "dupe" her. 
!i 
) 
.; There we have many of the things which satisfy investors--
'! 
::sincerity, a knowledge of the market, dependability, honesty, 
i 
:j courtesy, promptness, e.fficiency. The interesting thing is 
'I 
'·that advertising campaigns may be constructed around each of 
these qualities. 
15 
Most important, these are qualities which if possessed 
ibY a brokerage house may go a long way toward insuring success 
'and profit. A good public relations man could do a great deal 
to see to it that his firm had such qualities and let the in-
::vesting public know it. And it is important to let them know 
I jabout it. One definition of public relations concerns itself 
iWith doing good deeds and making the general public aware of 
'those good deeds. It is the same way in the stock brokerage 
!business. 
il 
There is a great deal of competition and so the house 
iihaving the most to offer must let the investors know about it. 
;j 
!Merrill Lynch has done a very good job of this according to 
I 
1 f. d · ;my ~n 1.ngs. But this is not always an easy thing to do since 
this promotion must be done in such a way that it is not re-
pulsive nor ostentatious. This is a financial firm, not a 
corner dime store. 
Quite often if an ivestor does not like something about 
a brokerage firm he will merely go elsewhere without ever 
telling that firm what was wrong. This makes it a little more 
difficult to find faults and to correct them. While people 
have very little trouble telling what they like about their 
brokerage house, they do have difficulty finding things which 
have caused them dissatisfaction. Most interviewees could 
pick out very few things which they found objectionable about 
how their houses were treating them. 
16 
Above all else they were able to find dissatisfaction 
with the advice from time to time. But this is clearly out 
of the domain of the public relations man. Investors are 
united by a single objective--to have their money produce 
; more money when invested. And it is the failure to do this which 
causes more dissatisfaction than any other single factor. 
They are usually willing to overlook almost any misgiving of 
the brokerage house so long as their money is making them 
more money be it in dividends or capital gains. Thus, when 
asked about things which they disliked about their brokerage 
houses, investors, if they had any answer, were most likely 
to say "bad advice." 
A brokerage house must not lead the customer to expect 
too much of it. With all of its research and technical in-
vestigation a brokerage house may still be absolutely sure 
of nothing. No one can be absolutely positive when he is 
talking in terms of the future. Yet, some investors have 
gotten the idea somewhere along the line that brokerage 
houses should have some mystical power to forecast the future. 
The investor must be firmly, but politely, told that even 
:i blue chips may decrease in value (Remember May 281). 
~~ny investors admist that they are not particularly 
demanding and that the brokerage house does not really have 
to do very much to keep them satisfied. 
17 
Investors said, "I am not that demanding. I do not 
, do very much buying and selling." It is important to take 
.i 
: into consideration the fact that the Brookings Report said 
. that most investors have shares inc only one concern and that 
' most have not done any trading for as long as seven years. 
This would support the notion that there are many in-
vestors who have no gripes with the brokerage house and are 
' satisfied. Many of them are part of the 32 per cent who are 
:1 unemployed women who have inherited stocks as a part of an 
I 
' 1 estate and all they know about the stocks is that they re-
I ;: 
!! ceive dividends at regular intervals. They have no cause to 
' deal with a brokerage house and may do no trading during the 
·I entire time that they are shareholders. And when they do 
:i trade it is actually a relative who may handle the details 
i for them and make the contact with the brokerage house. 
One investor said, "There is nothing in particular that 
·' 
:i I dislike about the brokerage house other than the occasional 
1 &ad tips. I am not familiar enough with the operation to 
deal with specifics." 
Is there anything which investors would like their 
brokerage houses to do that they are not presently doing? 
Once again, many investors have no opinion here. But of 
those who did respond the most frequent answer was the fact 
that the brokerage house should do more to let the investor 
in on inside information. 
18 
There seemed to be a feeling among some investors that 
brokerage houses often have inside information which could 
help investors to make money, but they do not share it with 
the ordinary investor. So far as the public relations man is 
concerned this means assuring the customers that they are 
getting all of the pertinent news which is available (if in 
fact the brokerage house is not withholding any information). 
The small investor should be made to feel that he is not 
being left out of anything. 
Of course, there ie a prodigious ·amount of infoFmation 
which could be·provided about any one corporation. Certainly 
the idea is.nat to· provide every bit of data which has ever 
been made available. This is not necessary. But there are 
various pieces of, information which should be made available 
in al-l instances. These are considered to be the essentials 
for wis·e investors and a -.brokerage house ml.lst provide such 
' information to its customers ·if i~ is to· properly fulfill its 
role. 
:I 
One expert, Raymond J. Laude, has said the following:9 
»The investor should know about these seven areas--
current price with average highs and lows, earnings per 
share for the current year, the price-earnings ratio, 
the earnings prospects, dividend rate, percent of divi-
dend payout and the quality or stability of the stock." 
1-------1 
1
1 9Featured speaker 
·i Exchange Forum 
! 1962. 
i 
I 
at the third Boston Globe-New York Stock 
at Boston's Symphony Hall in the spring of 
'"'·'"~ ~•"'-=~~~- :4{.;: -==-===o="' ............ "'""~·--·"""=="'-'" .... , ... ::c.~-:"'""'···:-.,..,=='-"''"'-"'"-"''''.,., •. ·· -::: .. : .. :.·:·o:·· ... . 
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In addition, Laude suggested a study of the company's 
history, products, markets served (foreign as well as domestic), 
trade position or rank in its particular industry, finances 
and extent of integration {control of own raw materials and 
supply sources). 
Some investors said that they would like to receive 
information about market conditions. This would mean some 
sort of periodic newsletter. Many houses have such publicat-
:ions, but there are many customers who are not aware that the 
publications even exist. It seems that the brokerage house 
1 would prefer to avoid the expense of regularly mailing lit-
' 
erature to investors who do very little trading. This is a 
' commentary upon the purpose of distributing such literature, 
isn't it? 
There is always the possibility that a dissatisfied cust-
omer will never let the brokerage house know of his dissatis-
·. faction and will merely allow his account to remain dormant 
while he does his infrequent trading with some other house. 
One of the most revealing questions was the following: 
nrf you were to open an account for the first time, 
but with the knowledge that you now have, would you open 
it with the house with which you opened it the first 
time?n 
The answers here may be helpful to a farsighted public 
relations man. There was a certain degree of similarity to 
the responses of those investors who explained why they would 
~ open an account with some other house rather than the house 
--,_ t"wrt.il wliich: tlie:Y :ttrst <ieaiea:--- · 
20 
One woman related, "A suave broker influenced me into 
some railroad bonds with the promise that I stood to make 
some quick money. He tricked me. I had purchased three 
bonds at $900 each and in six months I got back $1000 on each. 
I was hooked. He had my confidence. He immediately persuaded 
me to put all of the money into same more railroad bonds. 
Only this time I lost almost all of my money. I completely 
blame the broker for what happened." 
She had clearly lost her confidence in that house and 
thought it to be disreputable. 
One man said that he would not open an account with the 
house with which he had opened his first account because the 
broker there had been "lax and indifferent." Another woman 
felt that her first broker had been "too anxious to sell and 
not anxious to advise." She felt that she had been pressured 
and she was very much against this. 
Another case in which the image of the brokerage house 
had been destroyed was the one in which one of the partners 
of the brokerage house had been jailed for embezzlement. The 
investor said that he would never again open an account with 
his first house. 
21 
How do people happen to choose the brokerage house with 
which they deal? This is important seeing as how many people 
remain with the house with which they start. Moreover, no 
matter how good a firm's public relations, it does no good 
unless it is bringing in and keeping accounts. 
It seems that a good many people do not do very much 
investigation when they are seeking a brokerage house. For 
one thing, it is too much time and trouble to conduct a thor-
ough investigation and beside that,, many of the investors 
would not know what to look for anyway. So what happens? They 
may often end up choosing a firm because it is the one with 
which their father, brother-in-law or a friend deal. And in 
the case of the many women shareholders, those who are widows 
will often continue with the same house and broker who was 
handling their husband's account and those who are married 
will most likely go with the same house as their husbands. 
In the case of those persons who have a friend who is a 
broker they do not actually choose the brokerage house, but 
just happen 'to deal with that house since it is the one for which 
the friend works. 
It is evident that every account over the years may be 
worth many more. That is, every satisfied customer who has a 
relative or friend can quite likely be the goodwill ambassador 
who that friend or relative asks where to open his account 
when he is ready to do so. 
CHAPTER IV 
THE BROKER 
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Just as I have said that often a person may choose an 
acquaintance to be his broker and the particular brokerage 
house comes along with him, so may a person also choose a 
brokerage house and the broker is assigned to him. This is 
what happened to many of the interviewees. When asked how they 
acted in choosing their particular broker they responded,, 
"The brokerage house assigned him to handle my account." 
Although some investors are not aware of the procedure, 
what happens is that they walk into the brokerage house or 
call and ask to speak to a broker. Most houses work on the 
basis that there is always a "man-of-the-day" on a rotating 
basis. Who ever happens to be the "man-of-the-day" gets 
all of the strays that particular day. 
Many of the people who inherit stock simply stay with 
the deceased's brokerage house and broker. Others may go 
to the broker who is handling a friend's or relative's 
account. 
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Most of an investor's opinions about his brokerage 
house are formed as a result of his contact with his broker. 
This contact is made when the customer contacts the broker 
or the broker takes the initiative and contacts the customer. 
Far more frequently (perhaps 90 per cent of the time) does 
the customer take the initiative. There is a wide range of 
difference in the frequency of contact. For some investors 
it is not unusual to speak to or see their broker two to 
four times each week, while others may have contact with their 
broker as infrequently as once per year, or even less often. 
Of course, this varies with the objectives.; of the particular 
investor. But most investors fall into the category of "in-
vestors", rather than traders and.more than one transaction 
per year is quite unusual. It is only natural to assume 
that the more trading an individual does the more frequent 
will be his contact with the broker. 
There is ample opportunity to use public relations tech-
niques on those persons with whom there is frequent contact, 
but the opportunity is lacking in the case of those persons 
with whom there is cont~ct perhaps only once per year. 
This is unfortunate since there may sometimes be more need 
for applying public relations know-how to the latter group. 
They are trading less and they are the ones who should be 
stimulated. (note: That is stimulated, not "pressured.") 
"'~·-- ,..,- ..• . ~ ... -
.,' " 
To show the variance in the degree of contact I have 
quoted some of the responses: 
once every two weeks 
twice per week 
no contact at all (a widow who relies upon her 
brother-in-law to make her 
infrequent transactions) 
once or twice a year 
once per week 
once per week 
once every two months 
once per month 
once per week 
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Of course, all of the interviews were made after Black 
MOnday (May 28) which means that in most cases the investors 
were in contact with their brokers more often than they were 
in normal times and not behaving as they did ordinarily. 
We attempted to get around this by asking them to answer this 
question in terms of normal times and not in tenns of the un-
usual market conditions which have prevailed since May 28i 
It should be noted that even in the sample above only 
three of the nine had contact with their brokers less fre-
quently than once per month.. Of these three people, two 
. were widows who inherited their stocks and the other was a 
businessman who owned shares in a mutual fund and only a 
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Thus, those who had a more vested interest and person-
ally made the investment kept fairly close tabs on it. 
It would seem that well over 90 per cent of the contact 
is by telephone. It is the exception for the investor to 
see his broker in person. They rely almost exclusively on 
telephone contact. The public relations man must realize 
that anything which he plans to accommodate the investors 
who visit the brokerage house will be reaching a very small 
portion of his potential public. This is not to say that 
the public relations man should not plan for those infre-
quent trips which the investor makes to the office. 
Some brokerage house maintain a gallery of seats to 
accomodate those investors who wish to sit and watch the 
Board. On the surface this seems like a generous courtesy. 
But a problem is that very few investors ever avail them-
selves of such a service. The result is that a mere hand-
ful make a practice of hanging around the brokerage house, 
monopolizing the seats and never doing much of any trading. 
"It is merely an old folks home," opined one broker. 
But there should be some conveniences available for the 
investors who make their infrequent trips to the office. 
Perhaps a small tour and some brief explanation. The idea 
is to make him feel that he has a stake in the whole thing--
and he does. 
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Personal contact between the broker and his customers 
is unusual. The public relations man cannot depend on 
those infrequent contacts to exercise his entire program as 
regards the investor. It must be much more widesweeping 
than all that. 
There are even some investors who have never been in 
the office. This presents another public relations poss-
ibility. Occasional open houses might go a long way toward 
stimulating goodwill and eventually trade. Why not certain 
times when these people would be invited to the brokerage 
house for an evening of chit-chat, coffee, informal talks 
and explanations. There is always the possibility that 
some of those accounts which have been very quiet might 
suddenly start acting up again. 
As a matter of fact, it was unusual to find an investor 
who saw his broker in person more often than three or four 
times per year. The important thing whic~ this shows, and 
which we cannot overemphasize, is that the brokerage house 
public relations program must carry itself to the custoner 
because the customer is not going to come to it. 
The most frequently that any investor in the sample saw 
his broker was once per month. There was only one investor 
who reported that he saw his broker in person once per 
month. A few more reported that they saw their brokers 
~ every three or four months. 
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Once or twice a year was a common response. There were 
even a few who reported that they never see their broker .in 
person. This included two elderly persons who said that 
they had formerly had personal contact with their broker, 
but now that they were getting on in years they never saw 
the broker in person. 
Perhaps the broker could take the initiative and con-
tact the investor. But, this too, presents problems. 
Interviewees were asked: 
"How often and under what circumstances does your 
broker take the initiative and contact you--in person, 
telephone or letter--rather than you contacting him 
first?" 
It seems that some investors resent it if the broker 
contacts them without their solicitation. Some of these 
people have had unfortunate experiences with shady brokers 
and dealers who "pressured" them into questionnable trans-
actions through the telephone contacts. It has left them 
cynical and untrusting. Some even feel that if the broker 
contacts them with a "bargain" he must be trying to "do 
them in." 
While it is good to recognize that there are investors 
like this, it must be realized that they represent a small 
minority of the thinking. There are man¥ more who when 
asked what improvements they would like to see, answered, 
"I would like my broker to let me know when he has inside 
information or something good." 
If handled tactfully, there is some good public relations 
! value he~e. A broker might set aside a certain amount of 
time in the afternoon after the market has closed at 3:30 
or perhaps in the evening to make regular contact with those 
accounts which have been relatively inactive. It is not 
necessary, and perhaps negative, for him to say anything 
at all about trading. Under no circumstances does he want 
to convey the impression that he is trying to pressure the 
customer. 
It would probably be best to merely chat about market 
conditions in general and perhaps lead the customer into a 
possible discussion of some of the issues in his portfolio. 
The result: goodwill--and perhaps some trading before too 
long has passed. But at least the customer's waning interest 
has been refired and he remembers that there is always the 
possibility of making some changes in his portfolio. 
What we have been discussing introduces another aspect 
£or consideration in the brokerage house public reYations 
pro&ram. While the public relations specialist is actually 
setting up the program and overseeing it, a great deal of 
the contact and the public relating falls into the hands 
of the brokers. If they are not properly prepared or un-
cooperative the success of the program would be highly quest-
ionnable. 
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What does this mean to the public relations man? It 
means that he must have a very close working relationship 
-- ·-~.~----~ ........... -~--- ,_ 
.. -- ,.. ,-,,._,.~ , .. 
with the customer's men. Perhaps it means preparing mimeo-
graphed material discussing public relations problems and 
regularly distributing such materials to the firm's brokers. 
It could mean holding informal discussion sessions when he 
would have the opportunity to discuss with the brokers the 
application of public relations techniques to their activities. 
The public relations indoctrination should manifest itself 
in everyone from the switchboard operator to the office 
manager. 
One minor problem which the brokers face is giving 
enough time to the customers' calls and at the same time 
not giving so much time that it conflects with the business 
transactions of the brokers. It is indeed poor public re-
lations for the broker to always rush through the phone 
call with the customer and to give the customer the feeling 
that he doesn't have time for him unless he is spending money, 
and even then the conversation should be quick. This is a 
delicate problem. Customers' feelings are easily hurt (and 
accounts could be lost). But it is quite true that the 
broker is constantly operating under time pressures. The 
market day is not so long that the broker can afford to 
waste it away on idle chatter. The only answer there can 
be is tact. The customer must feel that he is getting all 
too much of his valuable time. 
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If worse comes to worse, the broker might offer to 
call back the customer after the market closes or in the 
evening. 
From what I found in the questionnaires, most brokers 
must be succeeding in this area. Very few investors felt 
that the broker was not giving them the feeling that he 
always has time for them, no matter how busy he is. 
The investors were asked, "What things do you like most 
about your broker?". 
There was one theme which appeared more often than any 
other in the responses: the personal approach. Customers 
wanted to have a broker who was acting with the best in-
terests of the customer at heart. They wanted the broker 
to deal with them as an individual, not as just one of 17 
million investors. To the investors this meant an in-
vesting program which was tailored to the individual's per-
sonal circumstances. "I like my broker because he doesn't 
try to put me in over my.': head," one investor said. 
Another said, "He gears his approach to my individual 
financial circumstances." Other responses included, "He 
is working for my benefit." and "He always seems to be 
thinking of my best interests." 
.The second most frequently mentioned reason for liking 
a broker was that he didn't use pressure. 
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Many investors readily admit their lack of knowledge 
about the market. In consequence, they expect guidance and 
advice from their brokers. But they expect sincerity and 
they do not want their broker to be pushing them into issues 
merely so that he can rake up the commissions. Many in-
vestors recognize this as a possibility and fear it. In the 
~or?s of one investor, "The thing that I like most about my 
r.:1,, .·-' .. t.:<t• 
broker is that he gives me a straight deal." Another is 
glad that his broker "is not 'pushy' in order to get a 
commission." 
Brokers will do well to keep this in mind. Unfortun-
ately there are disreputable brokers whose main intent is 
to "push." They do not think about the long-range picture 
and are willing to pressure an investor into a bad situ-
ation just so that they can collect the commission. They 
don't care what happens to the investor after that so long 
as they go on the lookout for more suckers in order to 
make the quick buck. Fortunately, such characters who are 
so unscrupulous are in the minority and there is increased 
federal pressure to crack down on them. 
The part that the federal government is playing in 
stopping such practices was exemplified by a story in the 
BOSTON HERALD.10 
. lOThe Boston Herald, "SEC Securities Inquiry Turns to 
Brokerage Firms," May 12, 1962, p. Cl9. 
32 
In this instance the government's Securities and Ex-
change Commission was investigating alleged irregularities 
in brokerage house activities. 
On that occasion, Harold L. Bache Sr., senior partner 
in Bache & Co., one of the nation's largest brokerage firms, 
said, WWe do have occasional things that happen no matter 
how hard you try to set up standards." 
In this particular case a salesman at Bache's Seattle 
office was suspected of helping a customer obtain a "free 
ride" in stock trading. 
The customer would sell a sizable amount of stock, then 
order a'similar amount of·some other issue. Contrary to 
reg~lation, he would wait to receive Bache's check for the 
sale in ·order to make good·his own check for the purchase, 
hoping that a.rise in market values meanwhile would enable 
him to continue trading checks, gaining financial ground 
meanwhile, without supplying any additional capital. 
The other case involved a salesman who had authority 
to use his own judgment in handling the account of a divor-
cee who invested $12,456 initially. The salesman turned 
over her entire investment 15 times in little over a year, 
causing her a loss."af $2700 in market setbacks and $4000 
in commission charges. 
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It goes without saying that there is immeasurable harm 
as a result of the publicizing of such actions as these. 
But they must be publicized in order to alert the public 
and to root such practitioners out of the brokerage business. 
The brokerage house public relations man should give full 
cooperation to the press and should not attempt to hide or 
withhold pertinent facts in such cases. 
The investors who were polled had an easier time think-
ing of things which they liked about their brokers than of 
things which they did not like. 
But among such dislikes was a displeasure with brokers 
who tried to push issues (a reoccuring theme). Another 
investor felt that her broker had been a bit too speculative-
minded, but this dislike had passed since he was now more 
blue chip-minded. 
A question which was included in the questionnaire was 
the following: ~hat do you think that a broker is supposed 
to do for his customers?". 
Some of the responses to this question are worth noting 
in full: 
"A broker should make his customers realize that invest-
ing is a serious business and that they shouldn't spend money 
unless they are in a position to do do. He should not place 
· his commission above all else. He should analyze the in-
dividual position of his customer." 
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"A broker should efficiently fill buy and sell orders. 
He should not be too forceful when giving advice and opinions. 
He should know his customer's portfolio and advise the cust-
, omer on pending situations which would affect his portfolio." 
"A. broker should give personal at tent ion to his custo-
mers. He should help the customer put together a portfolio 
which will fulfill the investor's objectives. He should 
be sincere and provide service. He is obligated to keep 
informed on how the customer is doing." 
"A broker should give his accounts his personal attent-
ion. He should always think of the customer's best inter-
ests and not "push" to get commissions. He should keep 
abreast of market happenings and let his customers know 
right away about anything which might affect his portfolio." 
Investors did have a tendency to want to place a little 
too much of the responsibility in the hands of the broker. 
While the broker should be guided by the best interests of 
the investors he cannot hope to give them all of the ser-
vice which they might be getting from a portfolio management 
service such as Babson's Reports for a few hundred dollars. 
A particularly salient request is that the broker should 
keep the investor abreast of inside information which might 
affect his portfolio. This would include advance news on 
' such things as s~lits and dividend increases or decreases. 
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This is probably an area where many brokers could stand 
to improve their practices. It is only fundamental public 
relations practice to give the customer advance information 
(within legal limits) of pending action which could con-
ceivably affect their holdings.ll 
Brokers most definitely do influence the buying and 
selling habits of their customers. This seemed to be even 
more true among women than among men. 
And even within the sexes the influence of the broker 
varies with how well informed the investor is. It varies 
from one investor's statement: 
"I depend a great deal upon his advice. Most of my 
decision is based on what the broker says ••• that is, 
if he gives me a definite answer." 
To: 
"It comes with experience. I have found that my per-
sonal hunches are usually best. The broker may only talk me 
out of my original idea which was probably better than his 
idea." 
11According to a broker at Boston's downtown Merrill Lynch, 
Pierce, Fenner & Smith office it is unethical for a 
broker to give out privileged information. Moreover1 it is not wise for him to publicize certain advance 1n-
formation because it might cause him to lose his confid-
ential source. The Securities and Exchange Commission 
also has rules in this area on stocks in registration. 
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Some of the investors were aware of the personal re-
sponsibility to know something about the market themselves. 
This certainly places less of the responsibility upon the 
broker and encourages the investor to take an active part 
in reaching a decision. There is a public relations oppor-
tunity here in that the brokerage house can make an attempt 
to educate the investor. After all, if the investor is able 
to take a more active part in his decision-making he will have 
less recourse against the broker in the event of a poor de-
cision. Of course, limits must be recognized to this poss-
ibility because no matter what opportunities are available 
for investor self-education there are certain investors who 
will never take advantage of the education opportunities. 
There is significant problem in deciding whether or 
not the broker should be too committal when giving advice. 
If he comes out and says ttThis is bad.tt or ttThis is good.tt 
that means that the broker may be held directly responsible 
for the investor's gains or losses. On the other hand, 
if when the investor wants an opinion the broker refuses 
to be committal he runs the risk of the customer feeling 
that the broker does not really want to be as helpful as 
possible. He must also be careful not to seem overly inter-
ested insgetting a customer to take a certain course of 
action. For then he would run the risk of pressuring the 
customer and this might repulse him. 
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Probably the only answer is for the broker to make as 
great an effort as possible to get to know his customers well. 
Once he does know the customer well he may take his course 
of action with full knowledge (he hopes) of the type of 
approach which is most appropriate for the particular in-
vestor. 
Not all investors expect their broker to behave the same 
way in this respect as is evidenced by some of the following 
answers to the question, "What kind of advice does your broker 
usually give you? That is, is he decisive or does he hedge 
• • • what might you expect to hear from him in the way of 
advice?": 
"He is very straightforward. He asked me about my 
objectives and solvency and has acted accordingly. He 
gives me advice to achieve my goals and is decisive." 
"My broker is not forceful. If he were I wo~ld find 
it repulsive. He just gives his opinion and I operate 30 
per cent by this, 30 per cent by my advisory service and 40 
. per cent by my own intuition." 
"He sends me literature such as Standard & Poor's re-
view of a particular company and lets me sift out the facts." 
"He hedges on anything that could go either way. But 
he is definite on the good-bad extremes." 
CHAPTER V 
THE LITERATURE 
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One of the best opportunities for the public relations 
man to carry his public relations program to the customers is 
through the brokerage house literature. There is one very great 
problem at the present time: a great many of the investors 
· never see the firm's literature. This is what we found to be 
the case in our recent survey. 
There were some who said that the only time that they re-
c•ived literature was when they asked for it. Otherwise there 
was nothing sent to them. It seemed that those who were more 
interested and more informed about the market were the ones 
who were more likely to receive literature. But this presents 
the notion that perhaps the others could become more interested 
and more informed about the market if they, too, were receiving 
. literature. Almost every firm has its publications, as well as 
access to those of the New York Stock Exchange {member firms, 
that is). Thus, the literature is available if they wish to 
send it. 
It seemed a bit astounding, but it was nevertheless true, 
:that some investors have never received a stitch of literature 
',from their brokerage houses. 
·' 
i 
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And at the same time, some broker is probably wondering 
what he could do to stimulate a little bit of trading in that 
account. There is no excuse for the fact that some investors 
have never received any literature and others have received 
only a few pieces in the last few years. 
Brokerage houses put "come-on" ads in the newspapers 
just so they can b~ild up a mailing list of possible customem. 
But at the same time they have names and addresses right on 
their very roles which they are ignoring. It is not sufficient 
to say, "Well, they already have an account and they know our 
telephone number if they want to do business." A good public 
relations man would do all within his power to keep those 
accounts from becoming "dead"··ones. Even if they are not trad-
ing for a few years, the firm's name must be kept before them. 
They must be reminded that the firm still exists. Perhaps when 
the long-awaited trade does finally come it might otherwise 
go to a competitor. 
Of course, there are a few who look at it from the other 
angle such as the investor who never receives literature from 
his brokerage house and who said that if a brokerage house 
did send literature without a customer specifically requesting 
it that brokerage house would probably be disreputable. He 
felt that it would only be a "gimmick to drum up sales." 
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Needless to say, this is not an enlightened view and I 
suspect (and hope) that it does not widely prevail. Nonethe-
less, a broker who would have such a customer would have to 
exercise caution in dealing with him. Perhaps in the long run 
he might be able to educate him a. bit. But if it means losing 
the account he might be better off not to try educating him. 
Perhaps it is because it is the thing to say, but all of 
those who have received literature (any prepared information 
on the economy, an industry or corporation) said that they 
tried to read all of it. This may be due in part to the fact 
that some of them said they only received literature when they 
specifically requested it. In this instance-, it would be expec-
ted that the investor might very well read the literature 
closely. I would be among the first to advocate that the liter• 
ature should not be wastefully distributed without regard as 
to whether the recipient will read it. Rut, on the other hand, 
the firm must not go to such an extent to save money that it 
refuses to send literature unless someone requests it or is a 
very active account. This is not a very good public relations 
approach. 
The interviewees were asked, WWhat do you usually do with 
the literature after you have read it?"• 
While most of those who received literature seemed to 
dispose of it soon after receiving it, there were a few who 
said that they filed or saved it. In this case it means that 
_.,. --7·:,r_ - -
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the literature and whatever public relations value it has is 
on a more continuing basis. 
Perhaps a public relations approach here might be for a 
firm to engage in the free distribution of cardboard or inex-
pensive files or binders in which the investors could save the 
brokerage house literature. This would have good gublic rela-
tions value in itself, not to mention the continuing public 
relations value of the literature. 
During the interview the investors were asked, "Do you 
always uhderstand everything in the literature ••• you know, 
the tables and graphs and everything else it has to say?"• As 
follow-up they were asked, "What sort of things don't you 
understand?" 
Such a question is useful in guiding those who prepare 
the literature. If the literature is made too esoterical and 
yet is prepared for general circulation it loses a great deal 
of its value. There are levels of informed investors and there 
are levels of understanding. 
The investors seemed to be concerned that the literature 
should not become too technical. They frequently said that they 
had trouble with charts and as one investor said, "Things which 
only a CPA would understand." Whether or not such information 
should be in the literature is a point of debate. It can always 
be contended that the investors might extract information 
according to their levels of understanding. 
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Going on this premise, some persons might feel that there 
should be sufficient information for each level of investor. 
It is the problem of the public relations department and the 
publications department to decide whether this is as it should 
be or if there should be various levels of literature for the 
various levels of investors. 
Many of the investors had no complaints about the liter-
ature and found it "legible". One said, "I understand every-
thing I have to understand." Another said, "I don't understand 
anything which would be likely to confuse an uninitiated person, 
anything too technical ••• things such as earnings, dividends 
and charts are complicated." 
The investors were asked, -would you like to have your 
broker send you literature more often without you specifically 
requesting it?"• The majority answered in the negative. A cor-
relation among those who answered "yes" was that they seemed 
to be more educated. What does this mean? It might mean that 
most investors would rather not take the time to bother read-
ing literature. 
A tipoff on this would be the opinion of the investors 
as to why the broker sends them literature. 
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All of the respondents who offered an opinion on this 
question believed that at least part of the reason why the 
broker sent them literature was to stimulate trading and to 
ultimately make money for himself. They often granted that this 
was not the only reason. They added, that he was probably try-
ing to keep them informed of market conditions. 
Most investors could think of nothing in regard to 
chang.es or innovations they would want to see in the literatur$• 
This, I believe, reflected their lack of interest and lack of 
knowledge as to what other possibilities there might be. The 
public relations man should keep in mind that there is always 
the possibility that some innovation might be quite success-
ful although the investors did not actually call for it. Part 
of the responsibility of the public relations specialist is to 
be creative and original. 
Among those few possibilities which were mentioned were 
that the literature should be more decisive and that there 
should be more literature devoted to educating the stockholders 
as to the operations of the market. 
All who received literature found it useful in helping 
them to reach marketing decisions. While the literature helped 
them, they did not rely upon it to the exclusion of all other 
information sources. 
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Investors varied in the degree of confidence and trust 
that they would place in the literature. It seemed that most 
of them would consider it something less thah the gospel. These 
feelings were reflected in the following answers to the ques-
tion ~How much faith and confidence do you put in the litera-
ture which you receive from the brokerage house?~. 
~I double-check everything. I try to get the opinions of 
a few other brokerage houses," answered one investor. 
Other responses included the following: 
nit depends on the brokerage house. I have no confidence 
in any of them at this point. All of them were telling me to 
buy when I should have been selling. (A reflection of current 
market conditions.).n 
ttThe literature has to be factually true. But I have an 
accounting background and I know that certain things can be 
left out and misrepresented in general~~ 
tti usually consider it to be quite accurate and I trust 
what it has to say." 
On first thought one might expect that someone who has a 
vested interest in the stock market (his dollars) would seek 
information and guidance about the market(eg. Forbes, Barron's, 
Wall Street Journal, a management service such as Babson's 
Reports), but this is often not the case. Many investors sub-
scribe to none of these. 
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Those who do get information from sources other than the 
brokerage house would not want to abandon those sources in fav-
or of having the brokerage house provide the same information 
at no additional expense to the investor. The overriding feel-
ing here is that it is better to get information from various 
sources and objective sources at that. This finding is important 
to the public relations man who would like to see his brokerage 
house provide this information which customers are getting else-
where. It is important to realize that they would not want to 
do this to the exclusion of all other information sources 
( non-interested third parties). 
The feeling among some investors was that the same in-
~ formation which is furnished by sources such as Forbes, if 
furnished by the brokerage house would be devoted to stimulat-
ing trade. 
And then there was the case of the woman who once sub-
scribed to an advisory service in 1929, but who has not sub-
scribed to one since then. It seems that in 1929 the informa-
. tion which the advisory service sant her in late summer or 
early fall ended up in a neighbor's mailbox. The neighbor was 
lax and did not return the mail to the addressee until late in 
the fall. In the meantime the market had crashed. When she 
finally received the letter in November which had been sent to 
her in September she found out that it had been advice to dis-
• pose of all of her holdings. An honest-to-goodness story. 
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Now that I have looked at the brokerage house literature 
£rom the customer's point o£ view I would like to take a few 
pages to look at it from my own point of view. It would be 
good to see just what is being done here. From this we 
might get ideas for other types o£ literature. While it 
would not be feasible to examine the literature of every 
brokerage house, it is possible to look at that of just a 
few houses and attempt to project. Of course, the size of 
the house and the budget make a difference, but it is worth-
while to examine and evaluate what is presently being done. 
--. ~ , .. __ .:__;·-_--_ - '- -~ .. 
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CHAPTER VI 
THE LITERATURE: ANOTHER VIEW 
MOney, money everywhere ••• but how to get some for one-
self? That is the question about 17 million investors are as~ 
ing themselves these days. 
The stock market goes up ••• and the stock market goes 
down ( it has been doing a little more of the latter these 
days ). MOst investors would like to be buying on the way 
up and selling on the way down, but just how does one find 
out when is the right time? 
In an attempt to aid their customers, stock brokerage 
houses publish leaflets, brochures, pamphlets, letters and 
booklets of all imaginable shapes, sizes, colors and thick-
nesses. The information to be found therein will tell the 
investor everything from how many automobiles Chevrolet pro-
duced in 1935 to the dividends paid by fertilizer corpora-
tions in 1960. 
From the prodigious amount of material at his disposal 
the investor must make ( usually with the aid of his broker ) 
his investing decisions. As a matter of fact, some investors 
would rather not bother with such decisions and leave it to 
their broker's discretion. 
But this is concerned with the materials which are 
available to those investors who wish to make some of their 
~ own decisions. 
~-·<---... .--.- .. ··-·- . 
r ...._....,_-~-"- " • 
This study primarily concerned itself with the publi-
cations of Bache & Co. and Merrill Lynch, Pierce, Fenner and 
Smith. It included samples of all of their categories of 
general economic, industry-wide and corporate publications. 
To provide additional insight there was included some selected 
literature from certain other brokerage houses and advisor.y· . 
.firms. 
THE LETTERS 
The most basic o.f these materials is the daily or peri-
odic market letter. Such a letter is the Bache Market Letter 
which is published each day. 
The letter is published on a standard letterhead with a 
standard .format. The .format includes sections titled in bold-
.face, MARKET CO~IENT and TECHNICAL ANALYSIS. 
MARKET cru~NT contains thumbnail comments on many 
issues and relates them to the current market situation. 
TECHNICAL ANALYSIS is an intelligent discussion of the 
forces which have in.fluenced the activity of the current 
market. 
The last section is Chart Talk which contains .four or 
.five lines each about one or a .few issues. The letter always 
ends with the closing Dow Jones Industrial Average and the 
volume o.f shares traded the previous market day. 
The letter reads much like copy which might come off the 
Associated Press wire service. Iviuch of what is said would be 
unintelligble to the novice investor and some degree of 
sphistication is necessary to make use of the information 
which the letter provides. 
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Baches's daily letter is supplemented by special letters 
as the situation warrants. 
The special letters are very current and are prompted by 
unusual market activity. Such a letter was issued when the 
stocks of discount stores suffered from an attack of bearish-
ness. The letter attempted to allay the fears of discount 
store shareholders. 
A-different kind ~f letter -is the one published weekly 
by Babson's Reports. Rather than being a brokerage house, 
Ba~son's Reports manages portfolios for investors. Though it 
isn't a brokerage house, it is interesting to see how they 
handle their letter which could conceivably·be the soFt which 
some brokerage house might pu~lish. 
However, not being a brokerage house, Babson's Reports 
does not benefit from increased trading by its customers. 
While the brokerage houses make commissions on purchases and 
sales, Babson's makes the same amount whether or not the 
stockholder does any trading. 
Thus, Babson's Reports is not at all hesitant about 
recommending that stockholders don't do any trading in certain 
issues. !he assumption is that any reputable brokerage house 
would follow the same policy. But nevertheless, people are 
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which act to encourage trading. Babson's cannot be suspect on 
this count. 
Two of the four pages of the B~bson's letter are devoted 
to a particular industry ( such as aluminum ) or a particular 
area of investing ( such as corporate bonds ). 
One of the inside pages usually contains half-page re-
views of two different companies. The other page tries to 
cover the holdings of many of the clients and to give buy-
sell-hold recommendations. 
The letter has a clean appearance ( although it is com-
pact ) and makes use of boldface to break up gray areas. 
Merrill Lynch, Pierce, Fenner & Smith, the biggest of 
the brokerage houses, publishes its market letter weekly. It 
is a two-paged, mimeographed rundown of the past week. 
Half of the first page is devoted to reviewing the week's 
market movements from the standpoint of industries and indi-
vidual issues which were notable by their prominence or laci 
of such. 
the other half of the page discusses the coming invest-
ment week. This includes news of dividend meetings and new 
issues to be offered. 
The second page has one-paragraph rundowns of many 
issues. It seems like an attempt to interest investors in some 
issues and to stimulate a bit of trading. The thumbnail 
sketches tend to be fa~rable and to include comments in news-
wire style. 
1 
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An example of another type of letter is the four-page, 
il 
,I fortnightly Canadian Market Letter issued by Bache &. Co. 
li! 
,I Neither its appearance nor its writing style lend themselves 
~ ! 
i to readability. One suspects that only those investors with 
,[ 
i 
l 
,j 
:1 
'I 
Canadian holdings ( a minority ) would bother to look at the 
letter and Bache must suspect the same. 
This is not to say that a more attractive and more reada-
I 
:! ble letter could not stimulate Canadian trading by those 
l 
'I investors who are not presently interested in that area of 
'I 1 investment. I, 
'I i Typographically, the letter is an artist's nightmare. 
:! 
1
! Printed in green iink, small type is set the width of the page 
I· i with nothinq; but heavier type e»Ver used to break up the pages. 
: ~ 
.i There is no doubt that it would take a certain amount of d 
:I 
1 determination to r"'9ad all the way through the letter. 
,, ! For the most part, it is merely straight fact and very 
little is done to get in sidebars or anything else which 
il might ~~:o::s:::~:s r::d:::::: • and statistics and there is 
n 
ij a good chance that the figures could hold their own in a 
'I 
:! measurement with the written material. 
,• 
:I THE INDUSTRIES 
'l 
i Some of the best work is done in the industry reviews. 
:I There is a wide diversification of material here, much of it 
:I 
. I 
·I ;i 
interesting and useful • 
:J 
·, 
.i ,, 
i· 
;j 
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One of the best is the Merrill Lynch booklet on Aero-
space. An attractive cover sets the mood for the handy pocket-
sized booklet which is crammed full of facts and interesting 
copy. 
:1 'fhe booklet also makes use of graphs and photographs. 
Following 12 pages of interesting copy are individual rundowns 
on each of the 25 leading aerospace corporations. 
The individual reviews contain the basic statistical 
information of concern to most investors. 
Six more pages are devoted to tabular matter reviewing 
all of the government missle and space projects. The booklet 
is, indeed, one of the best materials made available to 
investors. 
Bache & Co. uses a standard format, Comparative Values, 
for industry discussions~ The eight-page leaflet ( if that is 
what it can be called ) is on the level of the investor with 
some degree of sophistication. 
j "ARE ELECTRIC UTILITY STOCKS OVERPRICED?" and "THE 
·; 
I ll ELECTRONICS INDUSTRY--THE MORNING AFTER" are each hung on 
1! 
·! current news pets. The first pamphlet was prompted by a 
~ t 
sharp rise in the cost of electric utility stocks and the 
second followed the boom of the "overnight sensations" 
( hence, "THE MORNING AF'l'ER" ) of the electronics industry •. 
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Actually, the two pamphlets are not as alike in style as 
one might expect them to be. The one dealing with the elec-
tric utilities becomes much more technical and might not be 
comprehensible to the same investor who might find the other 
interesting. 
But in each case, the pamphlets make good use of text 
and statistics. Even in the more technical pamphlet there is 
an attempt made to explain the numerical tables which are 
used. But it is evident that one was written by a technical 
person with very little writing skill and the other by a 
person who was a writer and knew how to make his material flow. 
Another format which Bache usee to scan an industry is 
wa Bache special research report. " 
, "AUTOMOBILE PRODUCTION--The first 50 Days" provides a 
il page of comment and tables on the industry with general in-
'i 
~ formation. The rest of the four-page leaflet includes one 
I 
: paragraph on each of the auto producers, truck producers and 
parts suppliers. 
:I 
i 
This is a publication which does a good job of hitting 
:1 the middle area of investors--the ones with a basic knowledge 
,, 
:i 
I 
,I 
q 
II 
I 
i 
of jargon. To such investors it would be interesting and 
informative. 
Investors are always seeking buy-sell-hold tips and 
Bache is always seeking trades. Bache obliges the investors--
and hopes the investors will reciprocate. There is no question 
i: 
:I 
,, 
' 
of the appeal which is made for possible sales: 
• ••• represents in our opinion an interestin intermediate-
term speculation. 
tt ••• is not a suitable commitment although the very 
patient long-term holder could be well-rewarded. 
• ••• represents a reasonable commitment for the inter-
mediate term. 
" ••• we feel these shares, too, can be bought on a specu-
lative ba~is at this time." 
The language is evident, but at the same time we must 
be fair and comment that this is the sort of commentary which 
many investors are constantly seeking. 
But at the same time, Merrill Lynch shies away from such 
commentary. UWe are not looking for gamblers--we want in-
vestors,ttone Merrill Lynch broker commented to us. 
Another of Bache's industry discussions is simply a 
reprint of a page from the Bache Selected List ( which shall 
be covered later ). In effect, the reprint is a promotion of 
the Bache Selected List, a terse compact booklet which con-
tains rundowns on all major industries and the individual 
corporations. 
THE CORPORATIONS 
This is the major area or production of the brokerage 
house research departments. When it comes right down to it, 
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the customer wants to know about the individual corporations. 
These reports have a great deal to do with bringing about 
the actual trades. 
At one time or another, the major brokerage houses 
print reviews of almost every corporation of ~ome importance 
whose shares are being traded on the open market and the 
stock exchanges. 
Merrill Lynch uses a standard approach in its "JMerrill 
Lynch Stock Appraisal On -----------"• All appraisals are 
printed on colored paper ( a different color for each indus-
: try ). 
The information is grouped under boldface heads such as 
~ Current Prospects, Research, Expansion, Diversification, 
Future Outlook, Earnings Record and Finances. A good part of 
the second page is statistical information arranged in 
tabular form. 
The tables are headed Capitalization, Interim Earnings 
and Dividends, Selected Consolidated Income Account Data and 
Selected Consolidated Balance Sheet Data. Most of this infor-
mation is too complex for the average investor, but is useful 
to the very serious investor who can understand such informa-
tion. 
The written information is composed in a somber, but 
readable fashion. There is no color and only straight facts. 
. , 
I 
I 
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Two boxes give the vital statistics and a graph tracing 
the stock's market action. 
These corporate stock appraisals have just about all of 
the information any investor would want. There is a notice-
able absence of language which tries to encourage investors 
to establish trading positions with regard to particular 
issues. 
This is unlike the Bache approach • 
Merrill Lynch seems to be using the approach: "Here are 
the facts, Mam. Take them for what they are worth to you." 
There is also another type of report which Merrill Lynch 
publishes on individual corporations. This one is even more 
of a straight factual approac~ than the other. 
Typographically it is less attractive. Each report is 
called "STOCK CO~MENT NO. __ .n 
These reports certainly give the story and must be just 
the thing which the serious investor is seeking. 
MOst of the technical information which is needed is 
given in the "STOCK CQlltJMENT NO._." reports. 
Bache's most frequently used corporate report is based 
on their Favorites List. These reports are 5l"/Bi" flyers 
which are printed on both sides. They are on blue paper. 
Although statistics are used in the copy, these reports 
are quite readable. They are interesting and give the basic 
information. 
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But for the investor who is seeking some of the more 
complex statistical information the Merrill Lynch reports 
have more to offer. But, of course, most of this additional 
information in the Merrill Lynch reports is not the sort 
which many of the average investors can comprehend. 
The Bache flyers will probably generally give most in-
vestors just about all of the information which they need in 
making an investment decision ( in addition to the opinion of 
their brokers ). But the big investors who are putting a few 
thousand dollars into an issue might well seek more informa-
tion than the blue Bache reports have to offer. Perhaps they 
serve to whet the appetite. 
Bache also publishes a more detailed report on individual 
corporations. The RESEARCH REPORTS is eight standard pages 
long and is quite readable. However, there is less statistical 
information than one is likely to find in a Merrill Lynch 
corporation report. 
'\ There is an interesting clash of philosophy here. Bache, 
:1 it seems, is more interested in making its material readable 
r! il and bringing it down to the level of the average investor. On 
:! 
\l 
;I 
il 
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!! 
the other hand, Merrill Lynch is more inclined to lean toward 
the technical approach and expect the investor to come to its 
level, rather than descending to the level of the average 
investor. 
Bache reserves a standard format for Over-The-Counter 
of a standard-sized paper. The standing art takes up about 
one-third of the sheet. 
58 
After the vital statistics, the stock is discussed under 
boldface headings: Summary; Record; Products; and Future 
Growth. The readable writing style remains consistent with 
the other Bache publications. 
Bache and Merrill Lynch also have their principal publi-
cations. There is Bach's Selected List and Merrill Lynch's 
Security and Industry Survey. Merrill Lynch revises its book-
let three times per rear and Bache does so once ( Volume One 
and Volume Two ). 
Each booklet contains discussions of the industries and 
,, listings of the various conporations participating in each 
H 
'I industry. But the Merrill Lynch report gives much more of the 
'i 
·: statistical information concerning each of the corporations. 
; ~ 
! One gets the idea that the Bache booklet is more superficial 
than the other. 
Bache stresses its recommendations concerning buy-sell-
hold on each stock, while Merrill Lynch engages in none of 
this. 
:i As a matter of fact, the Bache booklet begins with a 
list of the Bache Favorites, the issues which Bache has se-
lected for intermediate growth, long-term gain and income and 
growth. None of this with Merrill Lynch. 
"New and review" is published periodically by Bache to 
J keep investors abreast of the changes and developments in the 
======== 
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' 
:1 Bache Favorites. 
,j 
p 
:I ,, 
It is a breast-pocket sized folder which seems mostly to 
be a trade stimulator and a marketing gimmick. 
~BOWTH and INCOME LISTS 
These lists seem very much like ~come-ons"--something to 
!· ll get the broker in the door. These are the folders which con-
j! 
!I 
'i 
I 
I 
l 
I 
tain lists of stocks which are labeled as good growth stocks, 
or perhaps good income stocks. 
The marketing idea is to exploit the fact that most in-
vestors are always looking for tips. Thus, the brokerage 
houses publish these lists and advertise their availability• 
The idea is to get people to write for them so that the brok-
erage house can get lists of possible customers. The folders 
are advertised in newspaper financial sections and the great 
majority of people who write for such information are probably 
already investors. 
These pamphlets are notable for the fact that they are 
:i almost never very technical. 'lfuey are kept at a pretty low 
~ I 
il 
l1 
'I 
H 
I ;i 
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i 
:I !. 
level in an effort to reach the great common denominator. 
There is much more writing than figures and even the figures 
which are given are simplified ones which don't require very 
much sophistication on the part of the reader. 
SU~IARY 
A study of a firm's investing guides may offer a very 
:1 good indication of that firm's goals and policies. Therefore, 
"*' 'I 
' l 'i 
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:I 
:: it seems important that those persons who prepare the litera-
:! 
li 
;: ture should be well acquainted with the policies. 
i 
' d ij But even when that approach is a technical one, there 
i! are certain fundamentals which can be observed in an effort to' 
l\ make the publications more attractive and useful. This does 
H I 
:) 
!I 
j 
not necessarily have to detract from the image. 
Granted1--the straight facts may be sufficient and all 
that the busy sophisticated investor is seeking. But most in-
vestors are not really very sophisticated and do not have too 
many dollars in the market ( although those few dollars are 
important ones ). 
The firm that has any sense of public relations will take 
;j cognizance of the small investors and eater to them as well 
'I i! as to the .B·ig F!Lsh. 
' :\ 
' 
Such a sense of public relations means making materials 
available which the unsophisticated investor will find useful. 
Perhaps this means a rewriting and reworking of the reports 
1l which are technically oriented. 
I 
" ii 
II 
In any event, the materials on the level of the small in-
vestor can strive to educate him and to improve his level 
of understanding. 
·I This is only one of many possible applications of public 
'I relations practices to stock brokerage house operations. It 
;j 
:i can payoff in dollars and goodwill. 
tl 
i 
,! 
,J 
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CHAPTER VII 
MORE POSSIBILITIES 
61 
There are many public relations implications to what ~' 
have had to say about the stock brokerage house. Although I 
have not gone into it too deeply, advertising is one of the 
most powerful tools of the brokerage house public relations 
department. Probably no American stock brokerage house has 
discovered this with a louder thud than Merrill Lynch, Pierce, 
Fenner & Smith. The giant of the business has also proved it-
self to be the best and the most prolific advertiser. Merrill 
Lynch has become a household word, synonymous with investment. 
In my survey I a.sked investors to rate a group of brokerage 
houses. Invariably, Merrill Lynch was put at the top of the 
: list, sometimes the only house on the list with which the in-
vestor was familiar. 
The Merrill Lynch ad~rtising is clever and appealing. A 
fulltime account representative from a financial advertising 
agency, Jack Adams, has an office in Merrill Lynch's main 
office in New York City. 
A recent Merrill Lynch advertisement which appeared in 
:I Time Magazine was two columns wide and the length of the page] 
:l 
.I 
'! 
7TIME ~~GAZINE. March 2, 1962, P• 76. 
. ...... ~.-- ,. ~. 
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\: In the top half of the space was a photograph of people 
i1 ooking over what was obviously the Berlin Wall. The copy which 
.; 
~!was so good that I shall quote it in full was as follows: 
That "Wall" is within easy walk-
ing distance of our latest,brand 
new office in the Hilton Hotel 
at Budapester Strasse 24 in West 
Berlin. 
It also happens to be just over 
100 miles inside the Iron Curtain 
sealing off Western Europe and 
dividing the world. 
Why did Merrill Lynch open 
this office? 
Fair question. 
Actually, it's just part of our 
continuing effort to make Merrill 
Lynch facilities more and more 
readily available to more and 
more investors everywhere in the 
free world. 
Along with our other offices 
in Brussels1 Rio, and Hong Kong 
••• London, ~annes, and Paris 
••• Frankfurt, Rome, and Ams-
terdam ••• Panama, Madrid, and 
Geneva--this simply marks the 
thirteenth step toward a much 
easier flow of capital back 
and forth between the coun-
tries concerned. 
For example: Any numoer of 
Germans are buying American 
securities today; any number of 
Americans are interested in for-
eign securities including those 
available in West Berlin--the 
third largest, still growing in-
dustrial city on the continent. 
That's why we're proud to be there. 
Proud to be the first and only 
American broker behind the Iron 
Curtain. 
May we not be the last. 
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This is just one of many good advertisements which have 
i!appeared over the signatures of Merrill Lynch and many other 
\progressive-thinking brokerage houses. The day has passed when 
a brokerage house couilid afford to merely take a couple of 
square inches to print its signature and address and call it an 
advertisement. 
As an example of what a stock brokerage house public rela-
'tions program might include we offer the case of the recent 
' 
:Boston Globe-New York Stock Exchange Forum in Boston's Symphony 
:\Hall. 
In cooperation with the Boston daily which provided the 
moderator and gave the Forim good newspaper coverage, the local 
:! NYSE member firms presented a stock market forum for the bene-
fit of new and old investors. !he Forum was continued over 
,three different evenings spaced a few weeks apart. There was an 
estimated audience of 1500 each night. Brokers presented en-
lightening talks and participated in a panel under the modera-
tion of the Globe financial editor. The meeting was then thrown 
open for questions from the floor. This was an example of a 
worthwhile and rewarding addition to a well-planned public 
relations program. 
i 
.I 
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I 
! Bache &. Co. is another firm which has sought to introduce 
fresh approaches in the field through a vigorous public rela-
·; 
·i tions program. For example, Bache was among the first to set 
up exhibits in rural fairs, to sponsor an aid investment 
schools and courses and to systematically offer special appeals 
to women investors. In 1956, for example, Bache broke a prece-
dent with a show co-sponsored by Saks Fifth Avenue and Mademoi-
selle magazine--titled "Dividends Are a Girl's Best Friend.n 
The show stressed fashions purchased from dividend income. For 
Bache the show interested women in investment both as individu-
als and as marital partners planning family savings. 
There are many other public relations activities of the 
company. Bache maintains a bureau to provide civic groups, fra-
·' ternal organizations, schools and colleges with staff speakers 
to explain investment principles and to spread their gospel. 
:t 
I 
At one time Bache operated a mobile branch aboard the 
French luxury liner, Normandie. Even today, Bache supplies all 
:j interested ships at sea with its daily market letter via 
United Press International. These also go to the Voice of 
America and the Armed Forces Radio. 
Beside these dispatches, Bache sponsors five-minute 
nToday's Businessn broadcasts on 12 major radio stations. 
This was inaugurated in 1952. 
As :lit!have already said, one of the most important selling 
I 
1 points of a stock brokerage house~ is service. This means cater-
0 ,i to the public .. An example of such would be the maintenance of 
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i a special department to aid the institutdi.mnal.investors. Bache's 
I 
' !!institutional department, for instance, provides services and 
! ~ 
:1 investment recommendatimns to insurance companies, labor unions, 
.!retirement funds, religious organizations and others. 
I 
:j 
·1 I call att~ntion to these accomplishments not to necessari• 
!. 
'i illY laud Bache, though they do deserve credit for their pioneer-
'! 
,,ing, but to show just what the possibilities are in a good 
!brokerage house public relations program. 
So far as the brokerage house is concerned, the public re-
lations specialist must be image conscious. "Image" is a word 
which often is bantered about in public relations talk, but in 
the case of a financial institution which has only service to 
·sell ( and hope the customers will realize profits ), "image" 
i 
:imust be a major concern. The public relations man must strive 
i 
.i toward making the mere mention of his firm evoke a specific 
i 
.] 
'! image in the mind of the public. As has been pointed out, this 
' 
'I is further complicated by the fact that his public relations 
'I 
! approach must be a subtle one. 
·I 
, 1 The public relations practitioner cannot afford to use 
i 
<I 
:j much fanfare or ballyhoo or else that image will not be the 
;I type which is a good one for a financial institution. But, on 
!· 
the other hand, the brokerage house must not be restricted by 
its conser~ative background. This must not be permitted to 
! strangle a fledgling public relations program. 
il 
il The broker must be the representative of the public rela-
.f 
'I ! tions man. That is, he must be indoctrinated with the proper 
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'i 
:public relations approach. The public relations man himself, or 
\ 
:his assistants, can only hope to reach a small portion of the 
firm's customers and potential customers. In reality, they must 
be able to heavily count upon the broker to represent them and 
act as they themselves would act. 
This means a thorough public relations orientation for the 
brokers. This, too, is a major responsibility of the public re-
lations man. The public relations man will formulate the pro-
; gram, but he will often have to count upon others to execute it. 
I 
: How well they will perform depends to some degree upon how well 
· he can prepare them. 
·i 
! 
·' i 
But the literature offers a good opportunity for the pub-
lic relations practitioner to institute his ideas. The litera-
ture can go directly to the customer and give the public rela-
tions staff an0opportunity to do some selli~g,selling the 
image, that is. 
Well-prepared literature means a great deal, but it is of 
i no value if it never reaches the persons for whom it was in-
,; ,, 
,i tended. Thus, distribution must be better than our survey indi-
'1 
:j 
:1 cated it often is. 
I 
i 
d il There you have it. Public relations in one of its newest 
'I 
·: 
:i applications. The number of shareholders in the United States 
:j 
!I is increasing by leaps and bounds. The brokerage house will be 
:1 
·' 
,I affecting the lives of millions of new American investors each 
ilyear and the role of the brokerage house public relations 
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CHAPTER VIII 
SUl/WlARY 
I~ny questions have been raised. I would like to 
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say that I will now offer the answers to all of them. 
Unfortunately, this is not the case. There is not a great 
backlog of information in this area of public relations 
and it will take a period of time for some of the answers 
to evolve. 
There are such problems as that of how close the 
identity between the brokerage house and the broker should 
~ be. Some of the recent exposes have provided evidence of 
the potential danger of too close an identification. 
When a Bache & Co. broker in Seattle or a Merrill Lynch 
broker in Dallas act in a disreputable manner such actions 
reflect not only upon that broker, but upon the office and 
the entire organization. 
Is the answer to try to create an image of separate-
ness between the broker and tpe brokerage house out of 
which he operates? This is probably not the answer. 
Brokerage houses spend time and money trying to create a 
certain image about themselves. It is probably the intent 
that this image will transfer to its employees and permeate 
the organization. The pitfall is that improper actions on 
(' the part of any individual will reflect upon the organization. 
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It seems that the brokerage houses have an obligation 
to their customers and themselves to try to see to it that 
the actions of the brokers are consistent with the image 
which the brokerage house wishes to project. If the 
actions of the broker are not in keeping with the desire 
of the brokerage house than the brokerage house should 
evaluate its own desires and those of the broker and re-
solve the conflict. Certainly any brokerage house image 
should include honesty and integrity. This means employ-
ing brokers with strong ethical standards so that there is 
a greater chance of them following the proper path. 
What about the image? This is a highly important 
thing? There are three possible facets to the image of any 
brokerage house: (1) the image which it thinks it is pro-
jecting; (2} the image which it would like to project; and 
(3) the image which it is actually projecting. These may 
all be the same, but there is also the chance that they may 
be different. A scientific method of evaluation must be 
used to find out the state of the image. There must be 
definite goals established. 
Should the brokerage house try to limit its appeal to 
one certain type of trader or investon? Should the appeal 
be a wide one? The answers to such questions are a matter 
of policy which must be discussed and decided upon by top 
(' officers. 
i' 
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In any event, there must be positive aims if the pro-
gram is to be a success. 
Many pages ago it was pointed out that a big reason 
why brokerage houses may lose customers to competitors is 
because of poor investment advice which those customers had 
received. Certainly, the public relations man himself can 
do very little do change the caliber of the advice. But 
it seems that he is obligated to tell the customer that 
the market can go down as well as up. Merrill Lynch was 
at least one house Which assumed this obligation in its 
advertising. All too often investors have entered the 
market thinking that it was the panacea to quick wealth 
and stocks always went up, but never {or at least hardly 
ever) went down. Some of the "little people" came in for 
a rude awakening on the last Monday of May 1962. All of 
a sudden they witnessed a market whicb had been climbing 
for a decade take the tumble of the decade. One investor 
has opined that a lot of those people will never again 
invest their money in the market. Perhaps the brokerage 
houses must carry some of the responsibility here. They 
allowed investors to put their savings into issues which 
were priced 20 to 40 times above earnings. This was 
riaiculous. The inevitable came--everything that goes up 
must come down. 
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As has been shown, so long as investors are making 
money they are not difficult to satisfy. But beside in-
vestment advice, brokerage houses should also be dealing 
in service. Courtesy can be rewarding and can be the 
difference of maintaining an account or not maintaining it. 
Actually the service which a brokerage house can give a 
customer is one of the few things which makes one broker-
age house different from another. To gain accounts this 
should be capitalized upon. It is the customer who is do-
ing the broker the favor--the customer could have anyone 
handle his transaction and he would usually still be making 
about the same amount of money. So by offering a little 
more than the other broker a broker may gain the commission. 
A great problem regarding the literature is the dis-
tribution of it. Too many customers are being ignored. 
Some customers have never seen literature which was issued 
by their brokerage house. How does the brokerage house 
know that increased distribution of literature wouldn't 
increase business? Investors are hungry for news of the 
market and the economy. That is what keeps the Wall Street 
Journal, Forbes and Barron's and many such publications 
circulating. Too often the brokerage houses are missing the 
mark when they are not distributing literature to many of 
their accounts because they figure that the account won't 
bother to do any business anyway. 
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If the brokerage houses and the New York Stock Exchange 
hope to broaden the base of stock ownership in this country 
they must educate the public. In its own surveys the Ex-
change bas discovered the ignorance of the general public 
in this area. When it did engage in a concentrated program 
to educate the public and to increase ownership the results 
were substantial. But there is a need for a continuing 
program. This is especially true these days when the only 
real widely-circulated information that the public has 
about the market is that it is going down. The steps nec-
essary in such a program constitute another paper, but 
there must a realization of the need. 
Some enterprising firm is someday going to discover 
that the brokerage houses are not doing all they could be 
doing to gain accounts. The fact is that many, many new 
investors choose their brokerage house merely because it is 
the one with which a friend or relative is dealing or be-
cause a particular broker who they know happens to be assoc-
iated with that house. Obviously, there is room for im-
provement in the manner of making potential investors aware 
of a particular brokerage house before they begin investing. 
Merrill Lynch is once again the leader in this area. But 
even Ivlerrill Lynch has room for more original ideas in this 
respect. 
:: 
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The basis of good public relations is face-to-face 
contact. And who in any brokerage house has more face-to-
face contact with the customers than the brokers. The 
success or failure of any brokerage house public relations 
program depends upon the brokers. The problem is that there 
is not enough being done to make the brokers public relations 
conscious. A good public relations practitioner could do 
much to ~ducate his firm 's brokers to public relations 
tenets. 
Like all areas of public relations, this is still a 
new field. There is room for much progress and refining 
~ in brokerage house public relations practice. Most im-
portant, public relations has a contribution to make to 
the brokerage house and those brokerage houses which re-
cognize this should be the leaders in the field4 
,. 
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lo I am going to show you a list of Boston brokerage houseso I would 
like you to put the number "1" next to the house which you think is 
the best. Would you put the number "2°t next to the house which you 
think is second best o Please do the same thing 't'Ti th "3, 4 & 5". 
You will then have marked in order what you consider to be the top 
five brokerage houses on the list. Of coursep there are more than 
five choices on the list so there 'tdll be some 't"lhich you will not put 
a number next to. 
2. Have you ever invested any money in the stock market? yes no 
3. Do you have any money invested right now? yes no 
4. When was the most recent time that you bad any money invested 1n 
the stock market? 
5. Do you now, or have you ever o~med shares 
ept.,,....~•? 
,9! W\Of"~ 
in ~ ieae~ threeXU:rffer-
f'C.ot1\~o..~\e.s G: ::<e::MQ"'\ yes no "'fwo o~ 
6o Do you now, or have you ever had at least 
stock market at one time? 
~ --------$2,000 invested in the 
yes no 
7. t~at occupation do you follow to earn 7our living? 
A~e. 
~o-(q 
~0-~Cf 
M F 
la. Do you deal with more than one brokerage house? 
2ao With what brokerage house(s) do you deal? 
(in order of primary imporatnoe 
yes no 
'-iO-~ 
'50-S'f 
(:,O -t 0'1 e.y 
if more than one) 
3a. ( If "la" is yes ) Why do you deal with more than one brokerage house? 
3a. (if "la" is no) ~ibY do you continue to deal with only one brok. house? 
4a. What things do you like most about (each of) your brokerage house(s)? 
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... Sao What things do you disl1ite about (each of) you:t• brokerage house(s)? 
6a. What would fOU like to see your brokerage house(s) do that it (they) 
doesn't (don t) presently do? 
7a. If you were to open an acoount tor the first time, but with the 
knowledge that you now have, would you open it with the house with 
whioh you opened it the first time? yes no 
OJI.,;by the way, with ~Thioh house did you open your first account? 
(Wb7 or wh7 not?) 
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8ao How did you happen to choose the brokerase house with which you 
opened your first account? 
lbo How did you happen to choose your particular broker(s)? 
2b. (If more than one broker, I am now talking about the principal one.) 
On the average, about how often do you have any sort of contact tdth 
your broker--that would include in person, by telephone, or letter or 
telegram? 
3b. On the average, ho~ often do you speak to h1m on the phone? 
4b. On the average, how often do you see him in person? 
5bo How often ~ un4er ~ g*rcuwstgnce§ does your broker take the 
initiative and contact you--in person, telephone or letter--rather 
than you contacting him first? 
6b. Does your broker giveJYou the feeling that he always has time for 
you, no matter how busy he is? 
yes no 
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7b. What thincs do you like most about your broker(s)? 
8b. What things do you dislike about your broker(s)? 
9bo ~lliat do you think that a broker is supposed to do for his customers? 
lOb. How much do you depend upon your broker's advice when you are trying 
to make a buy or sell decision? 
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llb. What kind of 
is he decisive 
:C.,,. him in the way 
advice does your brolcer usually give you? That is" 
or does he hedgeocewhat might you expect to hear from 
adv1oe? 
lc. How often do you receive literature from (each of) your brokerage 
house(s)? That is ••• I mean NOT literature which you specifically 
requested? 
2o. What sort of literature do you receive from your brokerage house(s)? 
,o. Do you always read it, or only somettmes? 
4o. What do you usually do with the literature after you have read it? 
5oo How deeply do you usually read the literature? 
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• 6oo Do you al't'iays understand everyt:j,ing ln t:::c l::;:ilo:t~aturo., .. .,you knowr; 
the tables and graphs and everything else it has to say? 
yes no 
~Co (If "6o" is no) What sort of things don~t you understand? 
8o. Would you like to have your brolter send you 11 terature more often 
without you specif1call7 requesting it? 
yes no 
9co WhJ do you think that your broker sends you literature? 
lOc. What do you like most about the literature which you receive? 
lloo What do you dislike about the literature? 
78 
l2oo What changes or new kinds of things would you 111co to see in the 
literature? 
l3oo Do you find the literature useful 1n helping you to make buying and 
selling decioions? 
yes no 
l4o. Do you ever rely almost exclusively upon the literature when making 
buyiDg and selling decisions? 
yes no 
l5o. How much faith and confidence do you put in the literature which 
you receive from the brokerage house? 
l6o. What publications or services do you subscribe to or buy regularl7 
that give you stockmarket in£or.mation or ~~folio management advice? 
l7co Would you like the brokerage house to provide the information or 
services that you are now getting privately so that you would not 
have to go to outs1de sources for it? 
yes no 
18o. Why or why not? 
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